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Introduction 
 
This project came to life as a quick thought upon learning and utilizing the basic 
principles of Aristotle’s three persuasive audience appeals during a speech workshop. 
We had an epiphany; “we are using and experiencing these appeals every single day 
without even realizing it”. The idea of advertising came to mind and more specifically 
an analysis of media reception. A staple of modern capitalist society in which it has 
become physically impossible to live day to day life without some sort of advert 
entering your personal sphere and demanding that you have a position on its message 
and what it is trying to persuade you to do. We therefore developed a simple question, 
since advertisements are unavoidable, and all advertisements strive towards positive 
association with the brand, how do these major conglomerates through simple text 
and visual aids create logos, ethos, pathos or multiple combinations of the three 
appeals?  
When a producer of a product or the creator of a service wants the potential consumer 
to feel as though the company is trustworthy and worth investing time, attention and 
hopefully money as well, they use rhetoric as a method of communicating. Thus what 
makes a good ad? The answer is close to impossible to answer, as our theories will 
prove later on in this project, but there are some general pointers one can allure from 
looking at successful ads in connection to less successful ads. That is what we have 
tried to do in this project. By taking successful ads that have triggered at least one of 
the three appeals and shown them to several individuals from two different cultures, 
we have attempted to deduce why some ads create an appeal, and some fail to do so 
depending on the cultural and societal background the receiver has. This took us a 
step further and we asked ourselves how much does cultural background really affect 
they way that an audience perceives a commercial? Is it a subconscious judgement or 
is it one that we realise we are making as we watch? What specific things in the 
commercials stimulate the two different target groups? This project aims to observe 
the way that a group of Americans and Danes perceive the other’s advertisements. 
These questions lead us to this problem formulation: Using Aristotle’s three audience 
persuasive appeals as a guideline, we want to investigate how two focus groups from 
two diverse cultural backgrounds perceive the other’s ad. We are hoping our 
assumptions will show cultural themes in the group’s reactions to the advertisements. 
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Methods/Procedure 
 
We knew from the beginning works of the project that we wanted to analyze using 
Aristotle’s persuasive appeals, because they are valid and concise analytical tools. 
When going through the methodology of our project, we had many ideas to how we 
could do our study and analysis through the three persuasive audience appeals.  We 
quickly agreed that our connection to different cultures stemming from both growing 
up in different cultures as well as working with internationals gave us a unique angle 
into the study of advertisements as we could immediately see the contrast, if any 
between a Danish audience and an American one, giving rise to several questions, 
most interestingly the question “will an American audience react differently to the ads 
than the Danish?” but also questions about looking at ads where they cannot 
understand the text or audio, as a purely visual example might give another angle into 
the reason these ads worked or failed. Having set on doing a contrast study between 
Danes and Americans we stood with the possibilities of how to extract information 
and data from the participants. We decided to abandon the questionnaire, as we knew 
firstly that the groups would be too small to yield a significant showing of data 
without a large margin for error and doing qualitative research gave us the 
opportunity to seek out more in depth answers. Our first course of action was to show 
all individuals from the two separate groups the three allocated advertisements and 
then ask them to answer three questions that we had prepared. We created a good 
reliable situation by doing a one-on-one session since we believed this would present 
us with better results, as then the interviewee would not be affected by the answer of 
the others. The following set of questions were asked: 
1. What do you think this was an advertisement for? 
2. After knowing what it was for, what did you think of the message that it was 
portraying? Did it make sense? 
3. Would you buy the product? 
Then while asking the questions we would type what the viewer was saying in 
response. The interview was practical because it did not require a lot of time or 
resources, but yet still gave us the answers we needed in order to complete the 
experiment. When we had collected all our answers, we analysed the results carefully 
and compared them to what we had researched with the theories we had chosen to 
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back up our assumptions. From this we drew a conclusion. We had made educated 
assumptions about the media reception data results of these interviews but did not 
know the degree of the pathos.  
 
Delimitation 
 
There are several problems that have to be foreseen when performing interviews with 
target groups. First of all with the lack of time and resources it is impossible to gather 
a large enough amount of people to get the statistically required number of 
participants in order to validate the results. We have therefore only gathered small 
groups. Yet this also gave our project more specific and descriptive answers. 
Language was also one of the limitations, the Americans obviously do not speak 
Danish and will not be able to understand our choice of Danish ads at all, which is the 
point, but the Danes will most likely be able to understand the American ads. This 
could then skew the outcomes, giving the Danes an upper hand when trying to guess 
what the product and the message is. To try and solve this problem to the best of our 
ability we have chosen commercials where they are talking fast or singing. All our 
participants are between the age’s 18-23. This narrows our replies to a young group 
exposed to more advertising and a faster pace of media where elderly people might 
have had trouble with the pace of the ads. Another concern is that when we were 
analysing the ads ourselves we have assumed who the target group might be but our 
assumption could of course be incorrect. As we are working with six dissimilar ads all 
coming from a different source and place they are not the exact same types or genres. 
Nevertheless we have made sure that each group have three ads that show at least one 
of Aristotle’s persuasive appeals. Some might argue that people in each group should 
have been similar to a certain extent so there would be some foundation. This is not 
what we are focused on though, we are hypothesizing that every individual needs a 
cultural connection with the ad in order to be persuaded by the commercial instead of 
only being stimulated visually, where only pathos are affected.   
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Theory 
 
Over 200 years ago, the Greek philosopher, Aristotle, student of Plato and teacher of 
Alexander the Great, identified three clusters of emotion and experience that 
influence our decisions and gave us the power to persuade. Aristotle believed that 
good people needed to know these three appeals not only because it was their ethical 
responsibility to persuade undecided people to “The Good”, but also to defend 
themselves when these same appeals were wielded by the unethical. We have chosen 
to use Aristotle’s three persuasive audience appeals ethos, pathos and logos of 
persuasion as a guideline in our project and as a central theory. “Ethos is appealing to 
the credibility of the speaker's ethics or authority. Ethos is created through these four 
ways: experience, expertise, credentials, certifications, professional standing and 
polished presentation of the speaker's ‘self’. (Gabrielsen and Christiansen 2010: 
105) “Pathos is the technique of appealing to the emotions of the audience.” 
(Gabrielsen and Christiansen 2010: 70) The perfect example of this is when you see a 
commercial asking you to donate money to a sad starving child. Pathos persuades by 
using any of the following: security, love, guilt, greed, pity and humor. (Gabrielsen 
and Christiansen 2010: 103).  Finally, “logos is the act of appealing to reasoning or 
logic.” (Gabrielsen and Christiansen 2010, 70)  This is the most important appeal 
because it deals with what is ‘real’ – the hard facts and evidence. Logos is invoked 
through the use of the following: details in writing (like photographs in evidence), 
statistics, if gathered with reliable methods, expert testimony (and it's ethos that 
establishes the expert's expertise), definitions as used in the discipline being discussed 
and witness statements under oath. This theory will be used to guide the project. We 
have chosen specific advertisements that resonate one or two of the three appeals both 
from our own analysis and based on the results that we get from our viewers. This 
gives rise to curiosity to which appeal is most effective when watching commercials 
from a foreign country.  
 
As a second main theorist we have selected Kim Schrøder. He works as a professor 
and researcher at the Department of Communication in Roskilde University. His main 
research areas are in communication, journalism, media and social change he has 
been publishing on these topics since 2003. Schrøder will be utilized in this project 
for his knowledge of media reception analysis. “We are confronted by the  
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multidimensional quality of audiences’ practices.” (Schrøder 2000: 233)  Schrøder 
with the appliance of the ideas of Hall, Morley and Deacon explains the distinctive 
ways that audiences can respond to media. When analysing an audience’s responses 
to an advertisement their cultural dimension have to be taken into account, therefore it 
can be a difficult task. “Anyone who has been faced with the task of analysing media 
reception data in the form of transcripts of depth interviews or focus group interviews 
will probably agree...that ‘doing audience research is a messy and slippery business’. 
The analysis of reception interviews can be compared…with ‘wrestling with a 
jellyfish: it squirms in so many different directions simultaneously that it seems 
impossible to control.’” (Schrøder 2000, 233-234) Schrøder realised that it is difficult 
to analyse an audience because no individual is the same and culture can be formed 
and changed over time and consequently he decided to design a model that would 
give the interviewer some helpful tools for analysis “There is thus a need for a 
reconceptualization of the dimension of reception that we may call ‘comprehension’ 
of the media text.” (Schrøder 2000: 236) 
There are two general dimensions of media reception that Schrøder (2000) discusses 
polysemy and preferred reading. Note that both of these things in the theory are 
looked at through text but we shall use them to analyse dialogue and visual. 
“Polysemy…invites readers to actualise the meanings they want, or are somehow 
socially constrained, to generate from the verbal and/or visual signs of the media 
message…Adherents of the polysemic perspective thus celebrate the unpredictability 
and diversity of meanings that audiences may activate.” (Schrøder 2000: 239) 
Preferred reading is the interpretation that is released by the creator himself.  
The Halls Model is about encoding and decoding. “Within the terms of Hall’s model 
it is highly probable that the meaning ‘preferred’ by the encoders will also become the 
preferred reading of the decoders, because ‘encoding will have the effect of 
constructing some of the limits and parameters within which decoding will operate.’” 
(Schrøder 2000: 238)  
 
In comparison with what Schrøder and Hall are suggesting, Morley revolutionised the 
model by reorganising several dimensions: recognition, comprehension, interpretation 
and response. (Schrøder 2000) “The multidimensional model, in order to single out 
the reception process for the special attention, takes the encoding process for granted, 
seeing it simply as the ‘moment’ that produces the media text encountered by the 
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audience.” (Schrøder 2000: 242) “The multidimensional model spring directly from 
empirical audience research and creates a conceptual framework that can help draw 
the reception analyst’s attention to the actual heterogeneous properties of audience 
discourses about media experiences.” (Schrøder 2000: 242) The Multidimensional 
model is comprised of six dimensions. “’Motivation’ is a concept that includes both 
cognitive and affective processes through which people establish, by drawing 
simultaneously on the other dimensions of reception, whether a given message is 
worth their while.” (Schrøder 2000: 244) The motivation dimension thus deals with 
the link between the readers’ personal views and the universe perceived to be present 
by the media. These links are called ‘link of relevance’ (Schrøder 2000: 244) can be 
based on a personal interest in the media message, ‘reminiscence’ (something in the 
message reminding the reader of people or experiences), innovation (the experience 
of gaining new insights provided by the text ad), community (feeling a sense of 
belonging and cultural connection). Next we have “comprehension, that should be 
understood as a decoding continuum from complete divergence from to complete 
correspondence to either the encoders’ intended meanings or the reading produced by 
other recipients.” (Schrøder 2000: 246) Sometimes comprehensions may be 
significantly contrasting. People may find themselves having a hard time making 
sense of a media message. Then we have discrimination: “The central question here is 
whether audience readings are characterized by an awareness of ‘constructedness’: 
On the one hand, audiences may perceive a media message as an unquestionable, 
transparent representation of social reality, the so-called ‘window-on-the-world’  
 
perspective. On the other hands, they may show an awareness of the human element 
in the production of the message, either directly through comments about how a 
number of ‘ingredients’ have been put together for specific purposes by textual [ad] 
produces; or indirectly through genre labelling and intertextual references.” (Schrøder 
2000: 247) Several empirical studies of media audiences show that audiences may 
adopt an aesthetically critical stance towards the text [ad], as they comment on the 
paradigmatic and syntagmatic (e.g. generic) aspects of textual [ad] production. 
(Schrøder 2000: 247) Fifth we have the concept of position which “applies only to 
subjective attitude too the text [ad] accompanying a reading.” (Schrøder 2000: 249) 
“Position’ includes a continuum of attitudinal responses, from acceptance to rejection 
of the perceived textual position and the various textual elements perceived to make 
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up that position…It must be stressed that here ‘acceptance’ does not mean the 
adoption of a so-called ‘preferred’ hegemonic position supposedly inscribed in the 
text [ad], but the reader’s agreement with what he/she perceives to be the message of 
the text [ad].” (Schrøder 2000: 249) Last we have evaluation which is the when the 
media viewers respond through political and social action.  
Schrøder implies that it is impossible to fully cognise a group of media viewers 
because of cultural impairments. “Epistemologically, the attempt to discover one 
privileged textual meaning is bound to fail, for the simple reason that any decoding, 
even that of a skilled textual analyst, is always already another encoding, that is, a 
product of the decoder’s cultural and communicative repertoires, and therefore 
marginally or substantially different from all other readings.” (Schrøder 2000: 241)  
 
As a third supporting theory (especially for our Schrøder theory), this project included 
the views of Tribal marketing, which is “the tribalisation of society and its impact on 
the conduct of marketing.” (Cova and Cova 2002: 595) With globalization and 
tribalisation going hand in hand, they have a powerful influence on the different 
markets, marketers, and even marketing strategies. As individuals become more and 
more dependent on each other, marketers and ad creators have to stay in tune with the 
many unified units that there are and how they can design a product, and sell it 
through the use of a commercials that can communicate across cross cultural barriers. 
“A tribe is defined as a network of heterogeneous persons – in terms of age, sex,  
 
income etc. – who are linked by a shared passion or emotion; a tribe is capable of 
collective action, its members are not simple consumers, they are also advocates.” 
(Cova and Cova 2002: 602) Each tribe becomes a judge in it self, so is it not 
impossible to make an ad that would please everyone? Cova and Cova argue that it is 
not so much about the product as much as it is about the idea behind the product. Can 
it bring people closer together? Will it strengthen the bond of the tribe? Cova and 
Cova (2002: 600) discuss the Latin View, which is the idea that…the linking value is 
the ability of the ad to tie people together whether they are already in a tribe or are 
looking to make one. “The Latin view of marketing proposes to put into play such 
notions as that of ‘tribes’ and ‘linking value’ in order to bring into focus blurred or 
fuzzy groupings of people in today’s societies.” (Cova and Cova 2002: 600) If the 
Latin View can accomplish this, then marketers everywhere will implement this view 
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as to increase the linking value of their product. However because social dynamics are 
constantly changing it makes it difficult for the Latin View to be consistent. This 
brings us to the next point that Cova and Cova (2002) bring up, ethnosociology, 
which is the study of social dynamics over time including cultural products and 
meanings, the social networks that transmit meaning, actions, resources, and impacts 
on the formation of groups, institutions, and social change. “One of the relevant 
approaches to consumption today is the ethnosociological approach, which offers a 
useful counter to the dominant psychosocial approach, that of the vast majority of 
marketers. Where psychsociology focuses on the influence of A on B (A being a 
person or a group), or on the power of A on B, or on the contamination of B by A or 
on the imitation of A by B, ethnosociology will focus on, what makes the glue 
between A and B, or the shared emotion between A and B…” (Cova and Cova 2002: 
600) The reason that ethnosociology can impact the conduct of marketers is that the 
combined focus on meanings, networks, practice, and disputation lend themselves to 
greater ethnographic realism and help to constitute methodologies for discerning 
cultural patterns, conflicts, and change, all which are a necessity to be aware of when 
producing a commercial.  “The tribal marketing approach places less emphasis on the 
product or service for a ‘specific’ ‘average’ consumer, or indeed a segment of 
consumers. Instead it supports products and services that hold people together as a 
group of enthusiasts or devotees.  
 
This includes anything that strengthens community links and fosters a sense of tribal 
belonging and membership, the ‘we-ness’. The key word here is the ‘linking-value’ of 
the product/service. This refers to the product’s, or service’s, contribution to 
establishing and/or reinforcing bonds between individuals…The greater the 
contribution of a product or service to the development and strengthening of the tribal 
bond, the greater its linking value will be.” (Cova and Cova 2002: 603) 
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Analysis 
 
We have chosen to focus on a total of six advertisements, three of which we will show 
to Danes, and the remaining to Americans. We will show each group the opposite 
nationalities ad. For the American ads we have chosen Dodger, which is about a Ram 
truck and appeals to pathos and logos, a free credit score ad, which is about protecting 
one self from hackers which is also pathos and logos and lastly a more 
straightforward ad about Old Spice body wash which appeals to ethos and pathos. 
These ads all use the aid of dialogue and visuals to sell their product. Even though the 
Danish ads also use these two, the Americans have no way of understanding the 
Danish audio whereas for the Danish audience chances are they will understand the 
audio in the American ads. For the three Danish ads we have chosen, the Danske 
Bank advertisement which is about Denmark’s national bank and the ad appeals to 
pathos, a Cocio commercial which is about chocolate milk (has Eve Mendes in it), 
appeals to pathos and logos and third a TDC commercial using two Danish comedians 
Britta and Jens which appeals to pathos. We will be asking our two groups of 
viewer’s three questions; what do you think this was an advertisement for? After 
knowing what it was for, what did you think of the message it was portraying? Would 
you buy the product? 
 
Danish Group Response Analysis 
 
When choosing commercials for the Danish group to watch, we were very aware that 
the group had a distinct advantage on their American counterparts by being well 
traversed in the English Language, and thus would be able to comprehend a lot more 
of the audio than our American group did. We therefore encoded and chose very fast 
paced American commercials that we hoped would give the same confusion and 
direct focus to the visual aspects of the advertisements in the same way that the 
Danish commercials were being viewed by our American group. Old Spice Odor 
Blocker Body Wash, a thirty second fast-paced loud advertisement featuring actor 
Terry Crews for a body wash designed for men; that features many special effects, 
surreal imagery and explosions. The 2013 Dodge Ram, a two-minute long advert for 
their new truck model. Shown during the Super Bowl by the Dodge Division of 
Chrysler Group LLC, which features a speech by conservative radio host Paul Harvey  
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about the American Farmer to silent visual cues. A thirty second commercial for the 
website www.freecreditreport.com a website that offers a free estimate of one’s credit 
score, and features a comedic song where the band is working at a pirate themed fish 
restaurant due to a hacking of his personal information. We showed the commercials 
to our group of Danes and asked them our set of three questions. To our mild surprise, 
we observed the advertisements in play did manage to confuse quite a bit of the 
individuals when asked to give their first impressions and guess as to what the ad 
might be for. This is Schrøder’s (2000) polysemic perspective in effect as there is 
unpredictability and diversity of meanings that the audience has created with their 
answers. The fast tempo of the first ad for Old Spice confused the participants even 
though the actor in the ad is using the product through most of the thirty seconds, as 
well as “talking” about the product through it. But the immense amount of visual and 
audial assault on the senses through much of the thirty seconds confused those of the 
participants who did not comprehend many of the outrageous facts that were being 
dealt for comedic effect. The second ad was much more slow paced, but the most 
confusing for all our participants. Not one person correctly guessed during the ad, and 
many not even after the product and logo had been shown. The ad was for a new 
Dodge Pickup truck. Participants said that when watching the ad a second and third 
time, they could clearly see the truck in many of the still shots, but on the first 
viewing were left with a confusing, yet intrigued sensation as to what they were being 
persuaded to in the commercial. The third ad for Freecreditreport.com was in this 
sense a combination of the first two ads, in that we are not focused on the product in 
the visual imagery like we were in the Old Spice ad, yet we were very aware of the 
product in the audio of the ad. The song while very amusing for those who could 
comprehend the lyrics, failed to have an impact with those who did not, who saw a 
commercial for a pirate themed fish restaurant, and not a credit score help site. This 
might also be factored in by the fact that a free credit report is not something you will 
get in Denmark as even when told what the commercial was for, some of the 
participants were still unsure what the subject matter was.  
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This as Schrøder exemplifies, “the attempt to discover one privileged textual [ad] 
meaning is bound to fail, for the simple reason that any decoding, even that of a 
skilled textual analyst, is always already another encoding, that is, a product of the 
decoder’s cultural and communicative repertoires.” (Schrøder 2000: 241) 
When asked if the ad made sense after being told what the product was, responses 
were generally divided, a quick generalization said that the men were more aware and 
positive in thought about the Old Spice ad, which if given to the advertisement firm 
responsible for it would probably lead to a feeling of success. Some of the 
respondents felt the ad was too high paced and too “over the top” for it to really sell to 
them, most of those responses came from the women we asked, while the men, 
although they might not have understood every aspect of the ad, was still intrigued by 
the visual and audial imagery presented. The Dodge Ram commercial was 
unanimously decided on in our group after the first viewing, in which the Danish 
viewers thought it was too long and not product focused enough for them to be 
interested in buying the product. While they all agreed that the ad made much more 
sense the second viewing when knowing it was a truck advertisement, the confusion 
left by the initial viewing was still very adamant when we discussed the ad with them. 
Mostly, while understanding the narrative about farmers, they felt like the truck was 
not in focus, the farmer was. And therefore as none of them were farmers, or felt any 
connection to farmers, they did not understand the appeal of the commercial. The 
general sentiment on the Free Credit Report commercial was a funny premise with a 
catchy song, although very focused on the audio as there were no visual cues as to the 
product (which is natural given the product is a website) unless you understood the 
lyrics of the song, it was therefore very much praised when we gave people some of 
the lyrics for their second viewing. However those who did not understand the song 
where not left with a great impression, they all said that they would have preferred 
something more “obvious” when the site was advertising serious matters like identity 
theft and while able to see where the ad was going, did not find the subject matter 
something to take lightly with a song about “chowder and iced tea”. The general 
impression of the ads where excitement and confusion for many of them, while a 
second and third viewing generally improved the overall effect of the ads in question,  
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the three types gave very distinct reactions from the participants depending on their 
age, gender and general preferences in humor. Most of the participants were intrigued 
mostly by how American commercials where different from Danish commercials, 
especially the Dodge Ram which is very slow paced, with a sermon like speech about 
how God made the American farmer was something that sparked debate amongst the 
participants, all of whom theorized that if they were an American farmer from the 
Midwest, the commercial might have had more appeal. Most of the respondents also 
noticed how fast paced and audio-focused the ads where, giving the slow-moving 
Dodge commercial a different appeal as the slew of fast 30 second ads which “threw 
everything but the kitchen sink” at the screen would be suddenly interrupted by 
something so different and unique. However the group also did speculate that the fast 
paced commercial culture might have alienated some of the viewers from the truck ad 
specifically due to its slow pace, though the group was quick to agree that the 
audience who did not have a two-minute attention span to listen to Paul Harvey, was 
probably not the intended audience for the product. 
In connection with this, most of the respondents did feel the advertisements would 
work upon a 2nd and 3rd viewing, however most of them would fail to be impressed on 
the first one, which is probably due to the language barrier and the very abrupt pace 
and tone of the commercials, which was the main point of using these adverts to show 
Danish students due to their proficiency in English. 
 
Having gone through the description of the responses, we will now begin to analyze 
the answers to our questions in the context of Aristotle’s Appeals like we did 
previously. The ethos, pathos and logos appeals are all in effect in the responses the 
three advertisements shown to the Danish students where from the outset it seems as 
though the advertisers seem to appeal mostly to the Pathos of the potential consumers. 
Focusing ads very much so on emotion and trying to create something that appeals to 
the customer’s sense of humor, pride or expectations. Nowhere is the first at of these, 
the humor, more noticeable than in the first ad were an extremely muscular man is 
selling something as “unmanly” as soap and body wash. The advertisers, the internet 
sensationally infamous Old Spice, known for their viral hit “The man your man could 
smell like” has taken this premise of selling something very “unmanly” to men, and  
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gone to an extreme in an attempt to appeal to the male humor that usually involves 
something outrageous. In this case the famous actor (Terry Crews has appeared in 
many traditional “man” films such as The Longest Yard and The Expendables) is 
proclaiming the body wash makes his abdominals speak, and that the body-wash is 
“too powerful to let this commercial end” before kicking a building and exploding the 
screen. This seems like a new trend in advertising to make something very unique and 
often extreme. We believe it is, as we stated in the intro, due to the fact that we are 
today bombarded with advertisements more than ever, and with the many thousands 
of images we see a day, a company needs a unique and often times unexpected ad to 
make us remember. In Old Spice’s case this has clearly worked to their advantage as 
we remembered this ad having seen it before, but especially in their more famous 
“The man your man could smell like” which at the time of writing has over 45 million 
views on YouTube alone (Youtube.com/Old Spice, 2013). 
Old Spice advertisements go for the 2010’s route of creating Ethos through Pathos by 
making fun of themselves and how seriously other products of the same nature take 
themselves. An Old Spice ad, including the one shown to the Danish crowd is 
supposed to signal “It’s just body-wash, don’t act like it’s life changing” by creating 
an ad so over the top about how buying their brand of soap will make you able to kick 
buildings and have the body of a professional football player and bodybuilder. It is 
meant to give creditability, to signal that the company is so confident in itself and it’s 
product that it does not need to use a 30 second ad on convincing you it is worth your 
logical attention, rather you just need to have fun with a crazy commercial that you 
can show to your friends on YouTube the next day.  In these days getting an ad to go 
viral is free publicity every single company would kill to have, and it’s starting to 
show with ads like this from Old Spice. When asked if it had worked, the Danish 
group seemed torn on it, the men, who of course are the intended target group seemed 
most positive about the ad, enjoying the wacky tone and the general bizarre nature of 
the advert, although most of the participants did seem confused as to whether this was 
a Shampoo, a Body Wash or a Deodorant. 
The Dodge Advert might be the most interesting ad of the three in regards to 
responses from the Danish group. A near consensus was that the ad was amazingly  
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beautifully done and truly a unique experience that they all enjoyed. Almost no one 
could claim that it moved him or her in any way towards buying a product. In Fact 
most of them did not know what the product being sold was, some did not even after 
multiple viewings. The ad is a tribute to the American Farmer by Paul Harvey, a 
conservative radio host on ABC channels that most of the traditionally conservative 
dairy producing mid-west of America will know, but has absolutely no recognition in 
Denmark. The Dodge advert is a clear and traditional pulling of the Pathos heart 
strings of its potential customers which might work extremely well in America, but 
has absolutely no effect on young Danes who first of all would not be interested in a 
truck as much as an American would (The Ford F-Series truck has been the best-
selling vehicle for 28 consecutive years (Auto Express, 2010)) 
And this is where Aristotle’s groundbreaking theories fall up short, or at least lack 
refinement, because to create Pathos, or for that matter also Ethos and Logos, one 
must first speak in a language that the recipient can understand and connect to. The 
Dodge Ram advertisement is a clear cut example as to how the Danish market differs 
greatly from the American market, as there is little to no Pathos from a traditional 
Danish audience towards the American farmer, or even god, who features heavily in 
the commercial as well. In fact some of the respondents felt that the advert was “too 
preachy” and wondered what God would have to do with selling a truck and creating 
farmers. This is why advertisers, speakers and any other international means of 
communication must carefully study the recipient of the media before deciding how 
to distribute and create the media to begin with. The Dodge Advertisement has won 
praise by the Wall Street Journal who called it “The Great American Super Bowl 
Commercial” (WSJ.com, 2013) and even awards as being the favorite Super Bowl ad 
on YouTube as voted by the viewers (YouTube-global, 2013). The advert is a brilliant 
stroke of knowing your target audience in the American agricultural scene and the 
praise is vaunted, as the Danish respondents all claimed, “This would work well in the 
religious parts of America”. The fact that it does not make the Danish audience want 
to buy a truck makes our analysis a much more poignant point that one cannot achieve 
an appeal, without first scouting what might be appealing to the recipient of your 
information.  
While this can be a challenge, the advertisement agencies generally have figured out 
via focus groups and general experience of a countries “zeitgeist” how they can most 
broadly appeal through their information and advertisements, which is why this 
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commercial for Dodge is a great parallel and opposite to the Danske Bank ad we 
showed to the American audience. While that ad was universally panned by the 
recipient audience for not understanding them and therefore unable to create any sort 
of Pathos, Ethos or Logos, the Dodge ad speaks to its targeted audience in a way that 
they will instantly recognize and appeal to them, if Dodge or any other company had 
tried to sell a vehicle in Denmark using Paul Harvey, stoic imagery and a poem about 
Farmers they too would find it hard to gain any sort of appeal as shown in our results 
from the interviews, and that is important to remember when looking at these results. 
That the appeal is still not something universal, nor even national when advertising. It 
is about knowing your audience to make you seem even more appealing. 
The same sentiment rings maybe even louder with the third ad for 
Freecreditreport.com a service that is deeply ingrained in American fiscal culture, but 
has absolutely no recognizable connection with the Danish audience who were all 
bamboozled and confounded by the premise of the ad wherein our “band of sailors” 
sing about how their life turned sour because they didn’t go to the aforementioned 
website that amongst other things sends you email alerts when your personal 
economy is experiencing sudden changes. The ad was catchy enough they said. A 
funny song with guys in costumes and the ad had its effect with some humming 
afterwards of the tune. Even the brand name stuck out for our participants as it was 
quite straightforward and the logo was on the bottom of the screen the entire time. But 
the service provided by the ad meant that none of the respondents really knew what 
was going on, other than “it was something to do with money” being the most general 
sentiment of those who did not immediately give up on listening to the lyrics and 
instead thought it was an ad for a pirate themed restaurant like Long John Silver’s. 
This, like the Dodge and the Old Spice ad before it is meant to create Ethos and 
Logos through Pathos, a funny and unexpected premise of a band in a restaurant 
singing a song about how logical it would have been to go on to the trustworthy site  
freecreditreport.com and enrolled in their “triple advantage” program in order to get 
email alerts and have them monitor your credit score. A novel idea that no doubt 
worked considering there were eight more ads with the same band afterwards, 
prompting even stand-up comedians to do bits about them in pop-cultural references 
(Paravonian, 2010) But when showing the advert to a group of people with absolutely 
no base of understanding what the product does, you cannot be cheeky and create a 
funny ad that assumes everyone has a need to get their credit score monitored by an 
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unwilling, neutral company, and this is again where it is important to not stare blindly 
at Aristotle and go “well if we just make them laugh, the product will sell itself.” 
The Dodge/Chrysler company and the freecreditreport.com company have not tried to 
enter into the Danish market with advertisements like these, and Old Spice is not a 
brand advertised in Denmark, but as when we showed the advertisements to the 
American students there is a major difference from country to country, and in some 
cases region to region as in the best way to communicate ones message. There have 
been numerous examples of how a company have undermined their Ethos in an 
attempt to create a campaign stuffed to the brim with Pathos, where the joke simply 
does not work due to circumstances like the Burger King ad featuring a woman 
suggestively about to eat a seven inch burger in an oblong shape (Business insider 
2013) or simply through unexpected backlash as when a Nivea ad, trying to combat 
the likes of Old Spice had a “civilize yourself” campaign which featured a black man 
causing (Business Insider 2011). For ad agencies, the goal in 2013 is to stand out, to 
be remembered and to somehow have your product name and brand stand out amid 
the sea of other adverts that customers are exposed to every day. Therefore they have 
gone into a series of searches for Pathos in particular as seen in these 3 ads, because 
Pathos is something you remember. In today’s age just one of the appeals is not 
enough, nor do two seem to be and advertisers seem to be getting very focused on 
creating an emotional response to the adverts they place, be it humor (the most used 
tool), sadness, anger or something different that gets you to remember the product. 
Trusting the product, and being able to logically analyze the need of the product 
seem, at least for the three advertisements in question here to be of secondary 
concern, Old Spice does not go into details as to why their body wash is better than  
competitors like Nivea or Axe/Lynx; It seems comfortable enough in its own product 
to effectively say “we don’t need to give you facts, our product is that good” neither 
does Dodge in this particular ad go into traditional car consumer information such as 
miles per gallon, optional extras or even a price point! One must assume that they 
want you to go online and look up the new Dodge Ram for yourself, now that you 
know it is on sale and that it represents the rugged American farmer with traditional 
American values. Freecreditreport.com on the other hand does give information about 
what the product does for you, although it does it also in a Pathos filled “easy-going” 
way through a witty song that urges you not to be like the man you are watching, who 
has to work in a restaurant. But as we have found out when asking the Danish group, 
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Pathos is all good and well if you want people to remember your ads, but if they still 
do not know what the ad is for, or why they should purchase one, then your efforts 
will all be in vain and you will not get the desired effect of your expensive campaign. 
 
American Group Response Analysis 
 
The first as that we showed the American group was the newly released 50-second 
Danske Bank advertisement. The reason that we chose this one is that there has been a 
lot of controversy surrounding the message it is portraying, and does not seem to be 
an adequate representation of a bank. All our interviewees agreed that this ad was 
about “redefining normal”. One of the individuals expressed that they are “making a 
point of how society is now, as society is changing we have to too.” The ad was clear 
enough about that. As we saw scenes of both deviant and normal events flash across 
the screen at the same time for example lesbians kissing, a boy break dancing in front 
of the Chinese Forbidden Palace, glaciers melting, and the Wall Street Protests. When 
asked what they think of the message that this ad is portraying and if they were sold 
by the ad one of them said “No. I thought the ad was somewhat over the top for a 
bank. While the issues portrayed in the ad are certainly important (protesters, occupy 
wall street, etc.), they are not issues that I immediately would relate to a bank. If 
anything, some of the issues portrayed are due to the banks themselves, such as 
Occupy Wall Street. Moreover, given that Oscar Pistorius has been accused of 
shooting his girlfriend, I thought his inclusion was pretty strange/funny/ironic.” Here 
we can see clearly where culture comes into play. The American noticed something in 
the ad that was personal to them that maybe Danes would not have thought about 
right away. Schrøder (2000). The whole group agreed that it was not a good 
commercial for a bank. Guess they had that in common with most Danes then. As 
Schrøder says about ‘position’ it includes a continuum of attitudinal responses, from 
acceptance to rejection of the various viewed elements perceived to make up that 
position…It must be stressed that here ‘acceptance’ does not mean the adoption of a 
so-called ‘preferred’ hegemonic position supposedly inscribed in the ad, but the 
reader’s agreement with what he/she perceives to be the message of the text ad.” 
(Schrøder 2000: 249) 
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Next we showed a 37 second Cocio chocolate milk commercial, this ad had Eve 
Mendes in it, and she spoke English to the two Danish boys who are in the ad as well. 
The whole group agreed that the ad was for some sort of coffee or chocolate drink and 
that the commercial was standard and unoriginal. One girl felt that the ad was sexist 
because the hot guys choose the drink over the hot girl and therefore it did not 
persuade her to go out and buy Cocio. Another said, “I don't like chocolate milk and 
after reflecting on this ad, I realize that this ad has done little to change my overall 
(and negative) attitude towards chocolate milk simply because it is boring.” Another 
interesting observation was that one of the group members said that she was more 
attentive to the ad because Eve Mendes was in it. Eve Mendes is an American actor. 
This again goes to show that culturally the Americans noticed something that perhaps 
the Danes would not have associated with, they just thought of her being a beautiful 
woman.  
 
For our last commercial we chose the TDC commercial with the infamous Danish 
comedians Claus and Britta. This is the ad we were most excited about seeing the 
reaction to. We knew this ad would confuse the group members and could potentially 
culturally offend them with Claus and Britta being dressed in naked suites. When 
asked what they thought this was an ad for it led to some hilarious responses. One 
said bacon another said grocery store. They all were baffled and had no idea what the 
ad was trying to portray. After being told that the commercial was for a phone 
network, everyone in the group looked extremely surprised. “I do not understand why 
they are naked doing stupid things that have nothing to do with cell phones.” Another 
response was “would not have guessed that in a million years I did not even realise he 
was talking on the phone as I was too focused on them being naked.” The commercial 
did not make any sense to them at all. The same girl that had guessed the ad was 
about bacon said it would have been a much better ad if it were actually for bacon. No 
one in the group though that the ad was funny this goes to show that both cultural 
connotation and the ability to understand the dialogue was necessary in order to be 
persuaded to buy the product. “No, the ad does not make the product appealing. 
Instead, it makes me run into a corner and reflect on how my innocence was viciously 
stolen from me by this advertisement.”  Morley’s developed model steps prove how 
this happens in a viewers mind despite them not understanding the dialogue or not. 
Recognition is the first thing where the audience tries to find personal experience or 
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knowledge to compare this too (this will of course be based on their own culture) then 
there is the comprehension, interpretation and response. (Schrøder 2000).  
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Conclusion 
 
The analysis of the interview answers first sought to establish how the audience 
comprehended the salient features of the commercial. After interviewing several 
participants after their viewings of commercials, our conclusion seems to be a 
unanimous “emotion does not equal appeal”. While the commercials generally got an 
emotional response from our test group, mostly laughter, but also confusion and in 
some cases bewilderment, they mostly did not appeal to any of our respondents 
wanting to purchase the service provided by the ad. Most of the participants simply 
could not connect to the commercial and could not muster an appeal for them that 
would directly link them to the advert in a monetary sense. One could say that the 
participants were perfectly capable of empathy towards a commercial, I.E. why it 
would work if they were the intended target group, but not the direct sympathy that is 
needed for the advertisement to appeal directly to them.  
It is therefore our conclusion that no matter what might be considered legitimate, 
funny, informative or logical, one must not incorrectly assume that one’s message 
will automatically persuade an audience just because one or more of these basic 
functions are met; both by one’s own estimations, but also by the audiences standards. 
The all-important buzzword here is ‘connection’, if you do not correctly estimate the 
connection between the sender and the receiver, it does not matter how many 
‘buttons’ you push, you will not appeal to their ethos, pathos or logos. This can easily 
be observed in advertisements that have been huge successes in their own country (in 
these cases Denmark and the United States) but failed to gain anything other than a 
bemused chuckle or a quizzical expression from the group on the other end of the 
spectrum. Ads in a Danish context are funny and original considering the source 
material and the visual communication but fell flat in American interviews due to a 
lack of visual cultural connection and understanding as to why this was funny. It does 
not take an in depth analysis to understand why an insane advertisement for Old Spice 
might be considered funny, but the Danish students we interviewed only got surface 
value of ads like these, because they are not familiar with the big picture as to why 
this ad is so over the top and silly. Same with the Dodge advertisement that is the 
complete opposite, and it is meant to be that way. A noise-free down to earth slow 
commercial in a sea of loud Old Spice style ads, but since the Danish students don’t 
exist in that reality, the effect of the ad goes away because it is seen isolated through a 
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two minute window of analysis instead of the out-of-place ice breaker it was intended 
to be during the Super Bowl. 
When advertisers, public speakers or any other communicator is looking through 
Aristotle’s persuasive appeals to inspire their communication into creating an efficient 
message they must not be blinded by simply checking the boxes of what creates an 
appeal from an emotional and rhetorical sense. They must also be extremely aware of 
the context, both social on the macro level and individually on the micro level. This is 
why local community ad agencies and intellectual suppliers are still in high demand in 
the advertisement business so as to avoid expensive muck-ups and follies that could 
end up costing more than just immediate money. It could cost ethos, pathos and logos. 
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Afterthoughts 
 
We were satisfied with the results of our project. Many of our assumptions were 
proven right concerning the need for a cultural link to the ad in order for it to persuade 
you. If we were to perform this experiment again without a limit of time or resources 
it would be interesting to collect even more individual from different cultures and 
finding the same of advertisements that we could use so that the viewers would be 
watching the same types of ad which would make it a bit easier to compare. As with 
the theory about Tribal Marketing, we believe that is really a growing reality in the 
world. Culture is becoming more and more important and therefore marketers need to 
start to strategize how to sell a product or service despite cultural differences.  
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